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This article first generalizes the features of Chinese tobacco monopolistic system, 
then presents the changes of the marketing channel of tobacco industry based on the 
system and summarizes the marketing channel’s present situation and features under 
the present market-oriented reform: channel structure, channel member, channel 
member relationship and so on. 
Based on the above background, the article discusses the three major problems of 
channel management in tobacco industry according to three theories: member 
relationship theory, the channel control and drive theory, the channel achievement 
assessment theory. The three problems are: (1) how to establish and innovate the 
marketing channel member relationship and to set up a new industry and commerce 
relationship as “the coordination marketing”; (2) how to enhance the marketing 
channel control and the drive management level and to replace “the emotion 
marketing”; (3) how to carry out the marketing channel achievements assessment, 
guide the channel behavior and raise the channel effectiveness of operation. 
The 1st chapter, the introduction part, elaborates the present situation and the 
significance of the research. The 2nd chapter introduces the general theories of 
marketing channel: the channel member relationship theory, the channel control and 
drive theory, the channel achievement assessment theory. The 3rd chapter analyzes the 
features of the tobacco monopolistic system and summarizes the change of marketing 
channel under the system and analyzes the three phases: an industry and commerce 
body, the industry and commerce separation, the industry and commerce coordination. 
The 4th chapter takes a thorough discussion to the 1st problem. Based on the present 
situation of the channel member relationship, it proposes the establishment of new 
industry and commerce coordination marketing relationship, presenting the goal, 
significance, principle, content, and way of it. The 5th chapter elaborates the 2nd 
problem, discussing the method to implement channel control as well as channel drive. 
The 6th chapter analyzes the 3rd problem, proposes the construction of channel 
achievement assessment system, and explains the system's significance, principle, and 
the target constitution. It specially explains the weighting design to the constitution 
target by applying the hierarchy analysis and establishes the target assessment system. 
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